classes having their portraits made to be saved in family albums or distributed in carte-de-visite or cabinet card format to friends and associates. On a more public level, the Ottoman government assembled hundreds of albums of photographs on a huge variety of topics, for presentation to foreign governments or at the behest of the sultan, as a means of documenting aspects of the empire. These uses of photography are a rich source for understanding some of the ways in which the Ottomans sought to represent themselves as they confronted modernity.
As commodities, photographs occupy an interesting position, extremely cheap to produce and acquire, yet valued because of their long postproduction life and circulation. In the Ottoman context, the market for photographs was complex, responding to very diverse kinds of consumer demand. This article examines various aspects of photographic production in the Ottoman context, comparing the well-known photographs of the Ottomans that have appeared in publications of Middle Eastern photography to the lesser known corpus of images produced by (or for) the Ottomans themselves for a variety of uses. I am particularly interested in exploring the ways in which Ottomans experimented with photography as a means of defining new social identities. I assert that photography allowed a diverse group of Ottomans to take some measure of personal agency in creating their own representations. In addition I believe an interaction with photography may be a means of signaling modernity for Istanbul consumers from different ethnic and social classes. My approach to the images is based on close visual analysis, as well as a careful contextualization of photography in the context of economic production and consumption patterns. In the late Ottoman world, photography was a new and extremely influential means by which issues of personal and social identity were negotiated.
As I have noted elsewhere, photographs occupy an intriguing position in consumption studies, and indeed in the material world of economic activity.
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Their relatively modest cost places them at the bottom of a scale of relative economic value, especially compared to such conspicuously expensive items as yalıs (summer homes along the Bosporus), elaborate dresses, furniture in the European mode, jewelry, and other similarly costly objects that are sometimes used as an index of consumer practices in an Ottoman context. In terms of cost, photographs are more similar to ephemeral goods such as food or drink, lower-priced goods, whose use nonetheless may reflect important changes in consumption practices. Yet far from being regarded as ephemeral, photographs are valued precisely because of their ability to capture a moment and preserve it. The modestly priced photograph, accessible to many levels of society, is saved and circulated long after yalıs have burned
